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ABSTRACT

Global competition requires frequent reviews of companies' business models, going
beyond innovation in local products and markets to ensure competitiveness and survival.
Sustainable business models emerge as tools to understand organizational phenomena.
This study aims to understand the strategies of sustainable value creation in tourism
enterprises in environmental protection areas. The research adopts a qualitative approach
to capture the perceptions of entrepreneurs in Serra do Tepequém in Roraima, and uses
content analysis to identify the preponderant characteristics of a sample of enterprises
surveyed in the mountain range. The results reveal that in traditional business models,
technological resources, mission, vision, value creation, leadership and suppliers have
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lower adherence. However, most companies incorporate elements of sustainable business
models, reflecting economic, social, and environmental concerns. In conclusion, it is
essential to plan and involve stakeholders to create value in a sustainable way.

Keywords: Business Models. Innovation. Sustainability.
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INTRODUCTION

In 2020, the world was surprised by the COVID-19 pandemic, bringing with it serious
impacts on a wide range of economic sectors, particularly the tourism industry (Huynh et
al., 2021). According to the World Tourism Organization (UNWTO, 2024), for the sector to
be able to get out of the crisis caused by COVID, it will be necessary for some actions to
be implemented, including integrating tourism into the economic and development policies
of countries; promote the use of natural resources, and establish partnerships with local
organizations and society to promote tourism. The UNWTO assumes that sustainable
tourism is one that relates the needs of tourists to those of the receiving generations,
protecting and strengthening opportunities for the future.

The 26th United Nations Climate Change Conference in Glasgow, Scotland, in 2021,
reinforced companies' commitment to sustainable development. In this context, the
conference highlighted the need to transform the business models of different
goods/services industries for sustainability. It is known that this change enables companies
to create, deliver, and capture value while generating positive effects and/or reducing
negative impacts on the environment and society (Minatogawa et al., 2022).

The discussion about the concepts and practices of sustainability employed by
companies, especially due to the publicity that this subject has been gaining in recent years
in the business world, has been the subject of debate among economists, biologists,
ecologists, administrators, accountants and other specialists who discuss the limits of the
biosphere to support the transformations that have occurred in the environment and their
effects on the production of CO2 and the impact of the greenhouse effect (Docekalova ,
Kocmanova, 2016; Demény, Musinski, 2016; Montecchia, Giordano, , Grieco, 2016;
Halkos, Skouloudis, 2016; Sharma, Chandna, Bhardwaj, 2017; Jabbour et al. 2017).

While there is literature on the definitions and overview of the sustainable business
model concept, there is a research gap in the progress and performance assessment of
sustainable business models in each specific application domain (Jabbour et al. 2017). It is
a topic that has been considered in the common area of business literature and
management and sustainability of business models. In the area of tourism business
management, the focus has been on defining sustainable strategies considering consumer
perceptions (Chan, Hsu, 2016) in which part of them, for example, are willing to pay a

premium price to experience an ecological tourism experience (Trang et al., 2019). Since
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tourism is now recognized as an economic force in numerous countries, and over the last
few years, the need for a sustainable reference for this sector has arisen (Sgroi, 2020).

In environmental protection areas (APAs), where the preservation of nature is a vital
asset, small businesses play a significant role in the composition of the tourist ecosystem
formed by local residents, private and public organizations, non-governmental
organizations, associations and cooperatives, where these enterprises, mostly managed by
local entrepreneurs, constitute the economic, social and environmental core of these
regions, contributing to local development while facing the challenge of harmonizing their
operations with the principles of environmental conservation (Saarinen & Wall-Reinius,
2023). The constant interaction between small businesses and the environment around
them creates a network of interdependencies that shapes tourism dynamics, allowing these
entrepreneurs not only to prosper economically but also to actively participate in the
preservation of the natural resources that sustain their activity (UNWTO, 2024; Saarinen &
Wall-Reinius, 2023).

However, the presence of tourists in protected natural areas brings a series of
challenges that need to be faced to avoid compromising nature and the quality of life of
local communities, since in many ecotourism destinations, it is common for infrastructure
and increased exploitation of natural resources to generate impacts such as habitat
degradation, pollution and even social conflicts (Mitchell, 2012). Research by Becken and
Kaur (2021) warns that, without proper planning, tourism in sensitive areas can cause
irreversible damage. While there is a growing awareness of the need for sustainable
practices, the implementation of these practices is often limited by a lack of capacity
building and financial resources (Miller et al., 2024). Studies show that despite the
promotion of sustainable tourism in discourse, internal practices do not always reflect these
values, resulting in a fragmented implementation of practices as evidenced by Zhou and
Wang (2021).

The research problem aims to answer the following question: how do companies
structure themselves and establish strategies to create sustainable value from the delivery
of tourism services by combining resources, skills and capacities to develop activities in an
environmental protection area considering the principles of sustainable business models?
Understanding how strategies for sustainable value creation are defined in the business
models of tourism enterprises located in an environmental protection area is the objective

of this article.
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In this context about the adoption of business based on sustainable strategies, the
discussion on the development of tourism activity carried out in Serra do Tepequém, a
plateau of 1,022 meters of altitude, in the municipality of Amajari in Roraima-RR, on the
border of Brazil and Venezuela, and which is part of the project to expand the Parima
Forest Reserve, is inserted. created in 1961, which will become the category of National
Forest (FLONA) of Parima, with about 100 thousand hectares. Currently, 43% of tourism in
the State of Roraima is carried out in the mountains (SEPLAN/DETUR, 2021), in which
tourism explores natural resources, such as waterfalls, caves, rock formation, fauna and
flora. In terms of Tourism Characteristics (ACT) activities, there are hotels/inns that offer
beds and restaurants with typical foods, with emphasis on the SESC Ecological Resort
located on the mountain plateau and recreation equipment that are in the surroundings of

the resort.

THEORETICAL FRAMEWORK
BUSINESS MODELS

The expression "Business Model" emerged with the internet in the 90s and remains
relevant due to the evolution of technologies (Froehlich et al., 2016). Research by
Rodrigues et al. (2017) indicates changes in traditional Business Models (NM) due to
technological innovations, customer needs, and new formats. Teece (2010) highlights that
a business model defines how a company creates value and generates profit, emphasizing
innovation as crucial for competitiveness. He argues that innovative models can provide
competitive advantage if they are difficult to replicate and span organizational and financial
structure. Teece's (2010) business model involves producing products, creating value by
capturing value from suppliers and customers. Business models are dynamic and
dependent on economic and technological factors (Brito, 2016). They are based on three
elements: organizational system, content delivered, and governance system (Richardson,
2008). The organizational system defines the structure of the company, while the content
delivered includes mission, vision, and value creation logic. The governance system deals

with internal and external relationships, identifying market opportunities (Teece, 2010).
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COMPONENTS OF BUSINESS MODEL ANALYSIS
Business Model Constituents

The definition of the elements of a business model has been debated in the
literature, with divergences in nomenclature, function, and quantity (Alberts, 2011; Wirtz et
al., 2016). Osterwalder and Pigneur (2010) detail nine fields, while Demil and Lecocq
(2010) present the RCOV framework, with three components: resources, organization, and
value. Silvente et al. (2019) identify the most cited components: value proposition,
customers, infrastructure/resources, revenue model, and costs. Most authors consider
about 4 or 5 essential components. Value and customers are key components, composed
of resources, financial input, and costs, helping to understand the structure and functioning

of the business model (Silvente et al., 2019).

Sustainability in business models

Goni et al. (2020) explain that a sustainable business model encompasses elements
such as value chain, core value, value created, organizational value, circular economy,
performance management, information technology, and stakeholder engagement. This
framework makes it easy to incorporate sustainability into operations and meet stakeholder
expectations. These Sustainable Business Models (MNS), as pointed out by the authors,
are distinguished from conventional models by aiming to create value for multiple
stakeholders, society and the environment, covering not only financial, but also social and
environmental values, and considering both the creation and destruction of value,
contemplating negative impacts on society and the environment. Freund et al. (2018) point
out that solving ecological, social, and economic challenges requires innovation in
approaches to creating, delivering, and capturing value, going beyond traditional products
and processes. Lozano (2018) highlights that a sustainable business model must be a
systemic reflection prioritizing resource efficiency and value results, contributing to
sustainability. The incorporation of sustainability dimensions into strategies allows
innovation in processes and business models (Orsiolli and Nobre, 2016). Green business
models integrate economic, social, and environmental aspects (Stubbs and Cocklin, 2008).
Leaders need to drive cultural and structural changes for the implementation of
sustainability. Wagner et al. (2018) emphasize the challenge of establishing corporate
sustainability and the relevance of the Triple Bottom Line (TBL) concept to integrate social,

economic, and environmental dimensions into organizational success.
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Sustainable Business Models in the Hospitality Industry

Sustainability assessment is key to managing resilient socio-ecological tourism
systems (Lacitignola et al., 2007), especially in robust tourism sectors (Petrosillo et al.,
2006, 2007). Tourism, in many countries, is an economic force, requiring a growing
sustainable approach (Sgroi, 2020). Two of the 17 sustainable development goals (SDGs)
mention tourism, especially SDGs 8.9 and 12.7b. Franca et al. (2017) highlight the
involvement of all stakeholders and highlight key aspects in the strategy, such as the
integration of sustainability into the company's mission and vision, employee training, co-
creation of value for customers and the product life cycle with a focus on reducing

environmental impacts.

BUSINESS MODEL FRAMEWORK WITH SUSTAINABLE CHARACTERISTICS

The concept of Business Model in this study is based on three elements:
organizational system, content delivered, and governance of relationships (Szekely and
Strebel, 2012). In traditional Business Models, sustainability aspects are rarely addressed,
with exceptions, such as Darchen's (2013) proposal and studies by Dean, Fath and Chen
(2014), which consider local governance, community empowerment and the environment.
The dynamism of Business Models requires technological, social and environmental
innovations that go beyond traditional aspects and aim to create Sustainable Business
Models, developing value for stakeholders, society and the environment (Abdelkaf and
Tauscher, 2016), covering operational practices, communication between parties,
sustainable value, circular economy, performance management and stakeholder
governance (Goni, 2020).

In MNS, there are three unique characteristics that make them different from
conventional business models, namely: The objective of MNS is to generate value for
various stakeholders, society, and the environment (Abdelkaf, Tauscher, 2016). The MNS
field encompasses non-financial forms of value, such as social and environmental values
(Bocken et al., 2014). In addition to considering value creation, the MNS field also
encompasses value destroyed to capture the negative effect on society and the
environment (such as, for example, resource depletion or social displacement), and value
not captured (such as, for example, reusable components of damaged tools) (De Padua
Pieroni et al., 2018).
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The theoretical framework adopted in this study encompasses two interconnected
dimensions: categories of traditional Business Models and components of Sustainable
Business Models, considering social, economic and environmental aspects. The focus is
on creating, delivering and capturing value by the company. This structure is summarized
in Chart 1 below:

Table 1 - Preponderant categories in traditional and sustainable business models
Preponderant categories in the
definition of the concept

Constituent Components

Human resources, physical resources,

Organizational system technological resources, knowledge resources,
Traditional production flow, among others.
business models Mission statement and vision, company history,
The content delivered business value creation logic, and

communication with stakeholders.
Relationships between employees and
company leaders, relationship with suppliers
and customers.
Creation of economic, social and environmental

The governance of internal and
external relations

Sustainable value

value.
Sustainable Organizational value creation Organizational skills developed.
business model | Communication between stakeholders Marketing strategies.
Stakeholder engagement Governance system.
Information Technologies Software and Hardware

Source: Prepared by the authors, 2024.

METHODOLOGY
RESEARCH METHODS

The research is qualitative, exploring subjective aspects of management in tourism
business models (Minayo, 2009). It is exploratory and descriptive, aiming to describe
characteristics, perceptions and sustainable components in the business models of the
study area, as well as to investigate the opinions of future managers about sustainability
and innovation. It uses bibliographic, documentary and field methods. The bibliographic
approach involves review of theoretical references, while the documentary approach
includes analysis of documents such as business plans and tourism development plans of
the municipality. The research adopts a combined approach of methods for comprehensive

results (laquitino, 2016), as shown in Table 2.
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Chart 2 - Stages, research sources, description, importance of the stage and type of research

Stage Research Description Main objective Type of
source research
Identify aspects of value creation and
Literature review on their relationship with innovation and Documentary
I Secondary | Business Model; Innovation the economic, social and and
and Sustainability. environmental aspects present in bibliographic
business plans.
Survey on the reality of To carry out a diagnosis of the
Il Secondary tourism companies in the business models of tourism Documentary
region. companies in Serra do Tepequém.
Interviews with Qualitative —
. entrepreneurs of the tourist Identify the key components and ;
11 Primary = . . ; Semi-structured
activity developed in the elements present in business models . .
region. interviews

Source: Prepared by the authors, 2024.

The research began with a literature review on business plans, innovation and
sustainability to support the understanding of the integration of these aspects in the
business models of tourism companies in Serra do Tepequém (RR). We identified 10
tourism entrepreneurs, who participated in the research through interviews, interactions,
and document analysis.

Another method used was content analysis, following the approach of Bardin (2010).
This method aims to describe and interpret the content of various types of documents and
texts. It enables systematic, qualitative, and quantitative descriptions, allowing for a deeper
understanding of the meaning of the messages. This methodology plays a crucial role in
social research, going beyond just being a data analysis technique; represents a

methodological approach with specific characteristics.

DATA COLLECTION INSTRUMENTS

The data were obtained through semi-structured interviews with tourism
entrepreneurs in the community. A digital recorder complemented the data recording, with
the authorization of the interviewees. According to Barros and Lehfeld (2000, p. 58), semi-
structured interviews involve friendly conversations to obtain qualitative data essential to
the research. The interviews were recorded in audio and video with an MP4 device and/or
recorder, ensuring authenticity and enabling transcription according to the permissions

granted by the interviewees.
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DATA ANALYSIS

The analysis of the interviews with the owners followed the approach of Creswell
(2010) in five stages: 1 - Transcription of the interviews in a data matrix with rows for cases
and columns for questions; 2 - General analysis of the matrix to understand the meanings
and central ideas of each interview; 3 - Development of coders from the synthesis of ideas
in central themes expressed by terms representative of each block, including the
combination of similar topics; 4 - Description of each interviewee based on the topics of
interest to summarize the aspects emphasized in the answers and categorize them in
tables, summarizing each case; 5 - Use of the response matrix and tables with the aspects
emphasized by the interviewees to conduct analyses considering the meanings of the data
and the results of the theoretical review carried out in the research.

The methodological path of the research was summarized in Figure 01 and shows
the steps developed by the researcher taking into account the literature review, the
research problems and the objectives, and shows from the definition of the objectives to

the method of data analysis.

Figure 01 - Methodological path of the research

2 Search '\, .
object > Tourist developments >
EApproach > Qualitative >
> Typology >> Descriptive and field >
Research subject Own_ers and MSHEIEES of
tourist enterprises
> Collection \>> ) L >
. Semi-structured interview
methods instruments
> Data analysis method > Content analysis >

Source: Prepared by the authors, 2024.

RESULTS
CHARACTERISTICS OF THE PROJECTS INVESTIGATED

The sample includes ten companies linked to the tourism sector in Serra do
Tepequém. Characteristics such as type of enterprise, time of operation, size, manager's
education and experience were considered. Of the private companies, five are
Microenterprises, three are Individual Microentrepreneurs (MEI) and two are small

companies. The majority (8/10) operate in accommodation and restaurants, while the
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others offer tour agency services. The average existence of companies is 5.3 years,
ranging from 11 months to 24 years. The smallest enterprise has two employees, while the
largest, the SESC Ecological Resort, has 40 employees. Six of the ten managers are
women, and six have completed higher education, with four of them graduated in tourism,
which contributes to seeking business opportunities. Two projects have defined business
models, including the SESC Ecological Resort. In eight cases, the owners act as
managers, performing various functions, including training and marketing, due to the
difficulty of finding professionals in the market, which contributes to reducing turnover and

preparing successors (Carvalho and Gomes, 2019).

Chart 3 - Profile of the investigated companies that constitute the theoretical sample among tourism service
companies in the hospitality industry, which carry out lodging, restaurants, bars, pizzerias, bakery activities in

Tepequém.
Empreendimentos Ti Tempo Nimero Formacao do Atribuictes Porte do Experiéncias Tempo de duragdo| Temmodelo de
(Casos) o de atuagdo | Funciondrios entrevistado < empreendimento de atuagdo da entrevista Negdcios
Técnico em Gestor,  dono(a) do
El Hospedagem e restaurante 16 9 L " negécio, capacitador da MICRO Gestor publico 45:10 mim Néao
administragdo N
equipe
Gerente de hotelaria e
Graduada em urismo  do - SESC/RR Experiéncias anteriores no
E2 Hospedagem e restaurante 24 40 . Subordinada a direcdo PEQUENO xp . 42:04min Sim
turismo R préprio SESC
regional
Atuacdo estratégica
B3 Hospgdagem,restaurante e 1 7 Sem formcao Gesto.r do negdcio, MICRO Atuava com tur’|§mo em o3 mim Nio
padaria académica capacitador da equipe Manaus com a familia
4 Agenqa de viagens e 11m 2 Sem formgao Dono ] do negch, MEI Ja atuava com tunsmo em 41:13 min Nio
passeios académica capacitador(a) da equipe. Manaus coma familia
E5 :zf:;(;?:m' camping & 18m 20 Graduada em|Gerente da pousada PEQUENO Primeiro empreendimento 38:14 min Néo
turismo
E6 Agencia de Turismo. de 2 2 " . |Gestor, dono do negécio MEI Prlmewo_ 'e_mprreen_dlmento 37:08 min Néao
aventura Formacéo em guia Ex- funcionrio plblico
Graduacéo em|Gestor, dono do negécio Bx funcionario _publico;
E7 Hospedagem e restaurante 7 6 G_ " g MICRO Segundo empreendimento na 50:24 min Nao
agronomia e capacitador da equipe . .
area de turismo.
Atualmente
Graduacdo em|
8 Bar,plza}rrla e 12 5 agronomia Gestor,.dono do negocm MICRO §egundo e_mpreendlmemo na 50:24 min Néio
entretenimento Atualmente e capacitador da equipe area de turismo.
realizando  curso
técnico de turismo
E9 Hospedagem 14 2 GraQUagao em. Gestor, dono do negécio MEI Primeiro empreendimento 33:25 min Nao
Assistente social e
enfermagem
Graduada em - .
E10 Hospedagem e restaurante 15 7 turismo com gestéo Gestor,-dono do negocm MICRO Trabalhamos com hotelaria 48:10 mim Sim
em hotelaria e capacitador da equipe desde 0s 17 anos

IDENTIFICATION OF THE PREPONDERANT CATEGORIES IN THE DEFINITION OF
THE CONCEPT — SUSTAINABLE BUSINESS MODELS

When examining the essential categories in Sustainable Business Models (MNS), it
is essential to highlight three distinctive characteristics emphasized by Abdelkaf and
Tauscher (2016): 1 - Multi-Stakeholder Objective: MNS seek to generate value for various

stakeholders, including society and the environment; 2 - Non-Financial Value: These
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models cover non-financial forms of value, such as social and environmental values; 3 -
Integral Evaluation: In addition to considering value creation, MNS also incorporate the
analysis of destroyed value, capturing negative impacts on society and the environment
(such as resource depletion or social displacement) and uncaptured value (such as
reusable components of damaged tools) (De Padua Pieroni et al., 2018). These
characteristics underscore the holistic and sustainable approach that Sustainable Business
Models seek to achieve, aiming not only at financial profit, but also at the well-being of

society and the preservation of the environment.

Sustainable Value — Economic Dimension
When inquiring about the future concern with the preservation of planet Earth, all
companies expressed their commitment to the environment and the conservation of Serra
do Tepequém. The interviewee of the E2 project emphasized:
"There is, yes, a concern with future sustainability. As | mentioned earlier, we are

mirrored in SESC Pantanal and are working on several future projects that will soon
be implemented."

The analysis of Graph 1 reveals that the enterprises invest in the tripod of
sustainability, prioritizing sustainable value of an economic nature. Eight entrepreneurs say
that their prices reflect fixed and variable costs and taxes, plus a profit margin. In addition,
there is an explicit concern with the carrying capacity of the ecosystem, encompassing
rivers, lakes, forests, animals and plants, as highlighted by E2:

"The prices charged in the instance reflect all the investment we make in relation to
employees (training), maintenance of the entire area around the inn. All the services
we offer such as trail, tree climbing and sometimes storytelling by the old residents

of the mountains are included in our price. Every investment we make for
sustainable actions is part of our value."

However, companies like E5 and E9 recognize that they are not factoring all costs
into their business approach. The E5 venture admits that "The price we charge does not
take into account the economic sustainable value.” Similarly, venture E9 states:

"We do not include any investment or care for social or environmental issues."
These companies do not fully incorporate the economic dimension of sustainability into

their business models and do not invest in social and environmental aspects.
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Graph 1 - Sustainable Business Model Composition — Long-Term Perspective — Sustainable Value

SUSTAINABLE VALUE

(
¢
6
3
0
Future concerns Eecagmls Sacial Environments

mves @ WO

Source: Prepared by the authors, 2024.

Sustainable value — social dimension

Regarding social sustainable value (Graph 1), all companies guarantee equal
opportunities in hiring, including diversity of gender, sexual orientation and ethnic origin,
prioritizing the local community, as highlighted by E1 and E7: "Without gender
discrimination, with equal pay, we even hired an LGBTQI+ member" (E1); "We do not
discriminate in salaries or hiring based on gender, race or origin, prioritizing the community"
(E7).

According to Sineis and Albuquerque (2018), social responsibility projects
demonstrate the concern of companies with less privileged groups, contributing to reducing
poverty. Innovation, as a driver of sustainability, requires changes in the business
environment, integrating a business model that considers not only financial success and
environmental protection, but also social well-being (Kneipp et al., 2017). This underlines
the importance of business strategies that improve the social well-being of employees,
customers and local communities in the mountains. Promoting sustainable social value can
strengthen ties between mountain businesses and the local community, creating social

capital with current and future customers in crisis situations (Morgan et al., 2020).

Sustainable value — environmental dimension

In the environmental sustainable value of Graph 1, only E5 still does not adopt
sustainable practices, stating: "We have not yet concerned ourselves with this value." The
other companies mentioned several sustainable practices. However, it is vital for
entrepreneurs to consider that the use of natural resources affected by tourism services
must be properly planned to minimize damage to the environment and the local community,
taking into account environmental principles and values to preserve natural resources
(Portuguez, 2010).
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The environmental dimension seeks the ecologically correct growth of organizations,
preserving renewable resources for the future and without harming the environment and
the surrounding community (Diniz et al., 2017). Nunes (2019) highlights that this dimension
helps in the assessment of the impacts of tourism services on the environment and
provides relevant information to guide public policies related to tourism and the municipal
environment. When analyzing the elements of long-term Sustainable Business Models, it is
evident that, according to Nosratabadi et al. (2019), organizations that seek sustainability
must incorporate innovation into their corporate strategies, redesigning their business
models.

The sustainable innovation strategy involves creating something new that improves
performance in the three dimensions of sustainable development. These improvements are
not restricted to technological advances, but can encompass changes in processes,
operational practices, business models, mindset, and business systems (Szekely and
Strebel, 2012). In other words, the innovation actions observed in some sustainable
practices of tourism entrepreneurs in the mountains can promote positive changes in the
sector. Therefore, by incorporating the dimensions of sustainability (economic, social, and
environmental) into their strategies, entrepreneurs have the opportunity to expand their
management capacity, promoting changes and innovations in their processes and business
models (Orsiolli and Nobre, 2016).

Organizational Value Creation - Developed Organizational Capabilities

Observing the organizational capabilities developed by the enterprises summarized
in Graph 2, all entrepreneurs highlighted the commitment of their employees, and stated
that encouraging their employees to think about competitive strategies for the company, as

highlighted by company E1.

"The company's employees are committed to the company. We have one who has
been standing out as a possible manager, in addition to the fact that everyone is
reliable. We have already asked SEBRAE for courses that can help employees
develop in the creative process, bringing ideas and innovation to the inn. Regarding
the perceived values, we have tried to implement strategies that guests can value
and understand all our care for the mountains, guiding the collection of garbage in
the waterfalls, the correct recycling in the inn. We also understand that the creek
that passes through the grounds of the inn is a natural resource that we have to
preserve and all the care in relation to the disposal of garbage, oil and sewage has
been carried out and controlled so that there is no pollution of the waters and all this
we try to show to guests when we set prices. Our employees are prepared to give
all the attention to guests and include in their daily lives the importance of caring for
the environment, and caring for the beauty of the mountains."
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Graph 2 - Organizational Value Creation
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Source: Prepared by the authors, 2024.

It is verified, therefore, that as the entrepreneurs declared, employees are involved
in organizational value creation activities, where they provide their knowledge and
capabilities to the business and in return, companies stimulate the development of their
employees through training, helping them to improve performance, skills and knowledge.

Franca et al. (2017), believe that the involvement of all stakeholders is relevant and
highlight the need for the following aspects in the strategy: sustainability is part of the
company's mission and vision, training for employees focused on sustainability, co-creation
of value bringing benefits to customers and the product life cycle must be aimed at
reducing impacts on the environment.

On the other hand, when observing the organizational capacities developed in
relation to the expansion of services such as implementing sustainable practices in Graph
2, the E5 project highlights that "We do not carry out any work on sustainable issues
because the owner does not yet have this understanding.".

The representatives of the E5 and E9 projects reported that they do not effectively
manage costs, or that they implement sustainable practices that can help create value for
their services "the amounts charged do not consider sustainable practices, as we do not
insert any investment" (E5); "care with social or environmental issues" (E9).

It is important to highlight the authors Horisch, Freeman and Schaltegger (2014)
who observe that there is a mutual interest in creating sustainability values among all
parties involved in businesses that have a management centered on sustainability. And
they also explain that the understanding of organizations is expanded beyond the vision of

generating profits, also emphasizing the interaction with the social and ecological contexts.
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It is a consensus among most enterprises that adapting the activities of a company
to the concept of sustainable development is a matter of survival and competitiveness
today and especially in the place where the research companies are inserted.

However, the E5 company refuses to act in a sustainable way, whose
consequences will be waste, risks of fines, community claims and compromise of its image
and reputation. Thus, modern companies must always be aware of these issues and make

sustainability an integral part of their business (Wagner et al., 2018).

Communication between stakeholders - marketing strategies

Saebi and Foss (2015) consider that a business model should be used to evaluate
the current business process, generating new business innovations, evaluating business
performance, and managing communication between stakeholders. Grissemann and Sauer
(2012) express that the active involvement of consumers in co-creative activities and
communication generate a social bond that helps the resistance of the relationship
between organization and consumer and improves the quality of the service provided. And
with the behavioral change of consumers, who are increasingly connected and engaged in
experience-sharing networks (Monfort, Villagra and Lopez-Vazquez, 2019), customers start
to define their choices according to their own perspectives and with new platforms provided
by companies, thus participating in the process of co-creation of value (Ramaswamy and
Gouillart, 2010).

For Burchell and Cook (2008), dialogue is identified as a channel to transcend the
traditional processes of communication between organizations and develop a more
progressive form of engagement and understanding, which inevitably implies a change in
the relationship between a company and the stakeholders involved. Dialogue systems, as
a vital component in the processes of companies that seek to strengthen their social capital
through responsible practices, are multilateral and represent a step towards collective
learning, which is developed by shared information (Monfort, Villagra, Lépez-Vazquez,
2019).
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Graph 3 - Communication between Stakeholders
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Source: Prepared by the authors, 2024.

In stakeholder management, communication between some with an important role in
organizations is observed, based on the process of interactive dialogue (Andersen,
Hovring, 2020; Hovring, Andersen, Nielsen, 2018), which is based on the exchange of
opinions. Rather than trying to influence or coerce, they focus on deep and empathetic
listening, focusing on common interests and seeking conceptual advances (Ayuso,
Rodriguez and Ricart, 2006; Driessen, Kok and Hillebrand, 2013).

In this context of communication between stakeholders analyzed in Graph 3, only
company E9 highlighted in all items that "we did not carry out any communication actions
with its stakeholders”, while the other companies all stated that they communicate their
actions, that they use digital means and also communicate their innovations, such as E1,
E5 and E8

"Carried out entirely digitally and through partnerships with tourism agencies, tour
guides and with a focus on the connection with nature that the mountains provide"
S'E;Zough web pages, such as Instagram, Facebook and the inn's page, and
newspapers in the capital" (E5).

"We currently do it through Instagram, Facebook and WhatsApp. When there is a
jazz festival, we put it in the media and banners in the Bar" (E8).

Regarding the preparation and disclosure of sustainability reports to stakeholders,
100% of the companies stated that they do not carry out this type of communication, so it is
important to note that the process of disclosing this information enables the organization to

efficiently manage the sustainable impacts of its actions, allowing the gain of concrete
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benefits, and also enables the organization to identify opportunities related to sustainability
for revenue growth and cost reduction (Nagano et al., 2014).

In summary, we can see that according to Martins et al. (2016), information and
communication technologies (ICT) play an important role in the development of tourism,
and can promote new opportunities and challenges for the sustainability of tourism. In
addition, ICTs have the ability to transmit information on a large scale, provide tourists with
up-to-date content and provide useful information about their needs, habits and
preferences (Pierdicca et al., 2019).

It should also be noted that the use of ICT reflects greater confidence and greater
independence of tourists during their trip (Klimova, 2017), thus emphasizing the importance
of focusing on the innovation of tourism products, in order to facilitate the active
relationship between tourists and the local community, enabling harmony and responsibility
(Rafael, 2020). For this author, also using innovative technologies in communication, in
addition to positively maximizing economic, environmental and socio-cultural sustainability,
can generate new business opportunities, as well as contribute decisively to the dynamism

of the tourism sector.

Stakeholder engagement - governance system
In Graph 7 it can be seen that 100% of the entrepreneurs stated that they do not
have a governance system, but that 90% of the entrepreneurs interviewed declared that
they train their employees, that they involve them in decision-making, as well as in the
expansion plan and that they also seek partnerships with other companies in the region, as
mentioned in E1, E6 and E10.
"The company's employees are trained in qualifications, and encouraged to study”
S,E;)We are a family business, we are always looking for knowledge in the area of
tourism, | myself have taken several courses on it. We take into account all the
points that are put by the people I hire for some service, in some way help in our

planning. We always partner with inns, guides and restaurants that have this focus
on the sustainability of the mountains" (E6).
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Graph 4 - Stakeholder Engagement
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Regarding the questioning of participation in associations, all entrepreneurs stated
that they participate in associations in the mountains (of residents and entrepreneurs of
Serra do Tepequém). It is observed, therefore, that there is an engagement on the part of
employees that are being stimulated by companies and this engagement of stakeholders is
considered important in several topics, such as for knowledge sharing, support in the
decision-making process, in the development of a mutual responsibility model, and in the
innovation guideline (Pucci et al., 2020b), in sales growth and in increasing the competitive
advantage of companies (Viglia et al., 2018), in addition to the strong impact on co-creation
of value (Jonas et al., 2018).

According to Sulkowski et al. (2018), in order for there to be engagement,
companies must proactively engage with their stakeholders, reflecting a mutual
commitment of trust in a satisfactory long-term relationship (Loureiro et al., 2020) with its
internal stakeholders, such as its employees, and external stakeholders, such as
customers, thus creating favorable conditions for the co-creation of sustainable value.

According to interviews, this engagement can be observed both with internal
stakeholders (employees) E1 and E3, as well as their external stakeholders (customers)
E6 and E7

"There is an excellent relationship with our employees, they participate in the
planning, we have an employee who has been prepared for management, we are

preparing her. (E1)"
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"Our planning always involves the opinion of our employees (E3)."

"The planning is done in relation to the needs of the customers, each trip we
contact to verify the needs of each guest (E6)."

"We highly value the exchange of experiences with our guests, there is a lot of
integration and immersion with the experiences lived in nature. Everything we are
doing, we are implementing according to the identity of Tepequém. We buy a lot of
products from the local market itself, we seek to value entrepreneurs. We choose
our suppliers for the quality of the products. (E7)"

Information Technologies - Software and Hardware

Information technologies (ICT) play an important role in the development of
numerous economic sectors, among which the tourism industry is no exception. For
Martins et al. (2016), ICT can provide new opportunities and challenges for the
sustainability of tourism. The contribution of information technology to tourism is
undoubtedly extremely relevant, as its use begins in the process of planning the trip,
influences the decision process of choosing the destination, and used during the trip in
which the tourist manifests through social media the experience he lives during the entire
period of the trip. (Segittur, 2016).

Graph 5 - Information Technology
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Source: Prepared by the authors, 2024.

A tourist destination is innovative when it is based on aspects of technological
infrastructure, which ensure the sustainable development of the tourist territory, and that it
is accessible to all, facilitating the interaction and integration of visitors with the
environment and improving the quality of their experience in the destination. It should also
be considered that the pillars of sustainable tourism development must be associated with

characteristics that are related to accessibility, competitiveness, sustainable development,

REVISTA ARACE, Sio José dos Pinhais, v.6, n.4, p.13533-13562, 2024

13552




*

Revista

ARACE

innovative tourist space, efficient management of resources, interaction and integration,
quality of the tourist experience and advanced technology. (Segittur, 2016).

When analyzing the entrepreneurs of the Serra do Tepequém in relation to
Information Technology, it is noticed that only E9 still does not use digital technology and
internet portal, the others highlighted that they already do, as stated by E5 "An accounting
program and one for reservations are used, but all reservations are made through the inn's
page on the internet".

It is verified, therefore, that technological innovation in relation to visitor access has
been occurring among the entrepreneurial companies of the mountain. In this sense, it is
observed that the process of planning and choice by visitors can be carried out through
information technology.

Only companies E1, E2, E5 and E10 stated that they make use of software and
hardware and use technological management of production, a situation that demonstrates
fragility in the process of accounting and financial management of the enterprises, given
that information technology is among the main aspects to be considered in a business
model with sustainable characteristics.

It is also noteworthy that this framework proposed by Goni et al. (2020), helps
professionals to capture important perspectives of the implementation of sustainability,
making them effectively incorporate sustainability into the company's business functions
and meet the expectations of stakeholders.

Thus, it is observed that, although technological advances are gradually being
implemented by entrepreneurs in the Serra do Tepequém, it is still necessary to advance in
ICT, because for these companies to be competitive, they need to integrate and coordinate
information flows, such as the registration of purchases, costs, production, accounting are
carried out in systems, so that all work occurs in a synchronized way throughout the
company, and able to integrate information from the different functional areas, coordinating

the company's activities with its stakeholders.

DISCUSSION

By discussing the results of the research on tourism enterprises in Serra do
Tepequém, it is possible to highlight a panorama of challenges and opportunities on the
path to sustainability. Despite the region's rich natural offer, which favors sustainable

tourism practices, many businesses still lack well-defined business models, which hinders
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value creation and innovation. This points to an urgent need for capacity building and
strategic development so that enterprises can fully exploit the sustainable potential of the
region.

Thus, when observing the preponderant categories present in the definition of the
sustainable Business Model in the tourist enterprises of the Serra do Tepequém, what is
observed are strategies in different degrees of compliance with the dimensions of MNS.
Some carry out actions with sustainable value and linked to the TBL model actions aimed
at the economic, social and environmental pillars.

However, there is a group of enterprises that develop incipient actions in relation to
the adoption of sustainable strategies, either due to lack of guidance from their managers
and owners on the subject or due to the entrepreneur's deliberation because he thinks that
the adoption of these actions increases the costs of the operation.

It is also noteworthy that sustainable business models have a fundamental potential
to absorb sustainability principles and integrate sustainability goals into the value
proposition, value creation and value capture activities of businesses (Boons and Ludeke-
Freund, 2013).

In the case of tourist companies in Tepequém, it would make all the difference, given
that the companies are located in a region of natural beauty and that they offer services
related to nature. It is important to consider that MNS leverage enterprises to integrate their
economic objectives with their sustainability ambitions so that the benefits of all
stakeholders are achieved simultaneously (Rashid, 2013).

In addition, as observed throughout the research and according to a study carried
out by Goni et al. (2020), the main aspects to be considered in a business model with
sustainable characteristics are: value chain, essential value, value created, organizational
value, circular economy, performance management, information technology, and
Stakeholder engagement.

Regarding the organizational capabilities developed by entrepreneurs in relation to
their employees, it is observed that companies have involved theirs in the planning and
management processes, which, as the authors highlight, helps professionals to capture
important aspects of the implementation of sustainability and these aspects guide
companies in the effective incorporation of sustainability actions in meeting the

expectations of stakeholders.
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Regarding the marketing strategies analyzed, first of all it is relevant to highlight that
for companies that consider this tool as a peripheral activity, they will have to be able to
assume all the risks related to the life cycle of the tourist destination and its sustainability,
given that generally the main competitors employ it to explore all the possible opportunities
that these strategies offer, improving competitiveness, at the time of the target customer's
decision, without considering the various benefits that can also be generated for the

tourism development of the region.

CONCLUSION

It is found that although most of the companies surveyed have stated that they do
not have defined business models, they already use in their competitive strategies
elements that make up the sustainable business model, that is, that there is already a work
focused on sustainability being carried out by entrepreneurs, as it is verified that there is an
economic, social and environmental concern on the part of the companies, However, it is
necessary that they occur in a planned way, seeking innovation, involving their
stakeholders and thus being able to create value for their business.

Reinforcing that organizations that seek sustainability must include the concept of
innovation in their strategies, remaking their business models (Nosratabadi et al., 2019).
And that the sustainable innovation strategy can be determined as the creation of
something new that enables the improvement of performance in the three dimensions of
sustainable development: social, environmental and economic. Such improvements are not
restricted to technological changes, but may be related to modifications in processes,
operational practices, business models, thinking, and business systems (Szekely and
Strebel, 2012). The fact is that most companies still do not have a defined business model,
there is some difficulty on the part of companies in defining how to create and add value to
their customers, and how they will transform the payments received into profit (Teece,
2010).

In addition, it was found that among all the categories analyzed, the ones that stood
out the most in relation to what has been practiced by entrepreneurs in the Serra do
Tepequém, are the categories of the sustainable business plan, namely: sustainable value,
creation of organizational value, stakeholder engagement. Thus concluding that the
sustainable business model is the most appropriate for entrepreneurs in the mountains,

given that entrepreneurs have already begun to perceive the needs and demands of
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visitors and it is also necessary to consider the entire context in which the Serra do
Tepequém is inserted.

It is verified that Communication with stakeholders, Information technology and the
governance of internal and external relations stood out negatively among the other
categories, that is, it is concluded that entrepreneurs need to improve communication with
their stakeholders and the governance of internal and external relations, so that they can
disseminate the company's objectives in a simplified way, also clarifying the values related
to the company's proposal, contributing to a more positive understanding of all the actors
involved in the innovation process, and consequently producing better results at the end of
the process (Nakayama, 2018).

Regarding the fragility presented in information technology, it is perceived that in
addition to the fact that some companies still do not use software or hardware, or the
various possibilities that currently exist for companies (Instagram, facebook, twitter,
websites, blogs, threads, etc.), there is also the fragility of the internet network in the
municipality, which can only be solved with effective public policies for the region.
Therefore, the conclusion that is reached is that ICTs used in mountain tourism are
incipient, greatly harming mountain tourism, because according to Segittur research (2016)
the process of choosing a destination for a trip begins with the use of Information
Technology.

It is concluded, therefore, that in view of the potential that exists for the development
of tourism activity in Tepequém, there is an urgent need for the public authorities to become
more effective in their actions, and to begin to take their policies off the paper and carry out
in practice what they have already planned. The dissatisfaction of most entrepreneurs
demonstrates the need for planning that considers more effective public policies in the
planning and management of tourism in Tepequém and the non-execution of public policies
reflects negatively on the three axes of sustainability (social, economic and environmental).

The limitations of the research are qualified by the difficulty of interviewing all those
involved in the tourism industry of the Serra do Tepequém, as it is a qualitative analysis that
is based on aspects of depth of the cases studied and not on breadth based on population
inferences.

As a suggestion for future research, it is proposed the use of a quantitative analysis
related to visitors in relation to the availability to pay for the elements present in the

sustainable business model of the enterprises of the Serra do Tepequém and new research
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in relation to sustainable business models, a comparison between this research and future

data.
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